
MAGAZINE FOR ENTREPRENEURS | ECONOMIC DEVELOPERS | EDUCATORS | ENGAGEMENT VOL. 33 NO. 7 JULY/AUGUST 2016 - $6.95

JACKSON
AT SHAD

FAMILY BUSINESS: Strengths and challenges

Tim Jackson returns to
Waterloo to lead
not-for-profit for
exceptional students

SCHIEDEL FAMILY
BUSINESS HONOURS

BLUES FANS MIKE REIDEL,
HUGH MUNRO &

JOE CORMIER ON THE COVER

10TH ANNIVERSARY AT
ACCELERATOR

INSIDE
• Accelerator celebration
• Festivals: locals and imports
• CFFBAwards
• Larry Smith: “No Fears”





Learning / Training / Advancing

network-telecom.com
969 Guelph St. Kitchener, On

519-748-2226 / 1-866-764-7866

AT T E N D A L U N C H A N D L E A R N

If people are your talent, and we’re in the information age,
then it follows that communications is your tool to a more productive work week.

Let us empower your people with smart productivity communication solutions.

GET THE ADVANTAGES OF THESE ?

Have one of These?

1978 - 2009



4 | w w w . e x c h a n g e m a g a z i n e . c o m

PO Box 248,Waterloo ON N2J 4A4
Tel: 519-886-2831

editor@exchangemagazine.com

Publisher
Jon Rohr

jon.rohr@exchangemagazine.com

Editor
Paul Knowles

paul.knowles@exchangemagazine.com

Contributors
Jon Rohr

Paul Knowles
CFFB

Production
EBCLLP Creative

Photography
Jon R. Group
Deb McLeod

Advertising Enquiries
exchange.business@exchangemagazine.com

EXCHANGE magazine is a regional business publication published by Exchange
Business Communication Inc., CEO Jon Rohr. Eight issues per year are distrib-
uted to each company in Kitchener,Waterloo, Cambridge, Guelph, and area as
determined by Canada Post Business Postal Walks. Subscriptions are avail-
able for $85.43. Send cheque or money order to Exchange, PO Box 248,
Waterloo ON N2J 4A4.Attn: Circulation Department. Back issues are avail-
able for $12.00 per copy. Phone: (519) 886-0298 x 301. ISSN 0824-45
Copyright, 2014. No part of this magazine may be reproduced without written
permission from the publisher.

MAKING A DIFFERENCE

Tim Jackson at SHAD .......22
BY JON ROHR & PAUL KNOWLES
Venture capitalist moves to non-profit
sector

FEATURE STORY

Strengths & weaknesses..10
BY PAUL KNOWLES
Family business owners respond to
Exchange/CFFB survey

CONTENTS
SERVING WATERLOO REGION AND THE INNOVATION CORRIDOR | VOLUME 33, NUMBER 7

JULY/AUGUST 2016

On the cover:Tim Jackson returns to Waterloo to lead SHAD.

READ, RECYCLE,
Give to a Friend

FAMILY BUSINESS OWNERS JENNY AND JIM
KNAPP - PAGE 10

PROFESSOR LARRY SMITH ON “NO FEARS, NO EXCUSES” – PAGE 16

BLUES FEST VOLUNTEER MIKE REIDEL -
PAGE 6



Our focus this
issue is on Fam-

ily Business. Now, I
know it is easy to
hear the phrase
“family business”
and immediately
think “Mom and
Pop.” But while that
may technically be
true – lots of family
businesses do
employ Mom and

Pop and daughters and sons and aunts
and cousins – it would be a colossal
mistake to see all family businesses as
small-time operations.
The Harvard Business Review carried

an article entitled “Why the 21st Centu-
ry Will Belong to Family Businesses.”
Josh Baron, wrote, “The qualities often
associated with family businesses ...
are turning out to be powerful sources
of advantage, giving them the potential
to be more adaptive to the increasingly
intense competition that all businesses
are facing.”
We asked Waterloo Region family

business about their practices and their
view of the future, and as you will read
in our feature story, there is no doubt
about their commitment to being adap-
tive. Most of our respondents pointed
to technology as their top priority –
they know that their tech resources
have to be state of the art, or they are
dead in the water.
But I was even more impressed –

given the stereotype of “family busi-
nesses” – with the answers each
respondent gave to the question of hir-
ing outside help – bringing in corporate
leadership from outside the family.
“Yes!” they said. All of them. That’s

anything but stodgy – it’s forward-
thinking and bold, and probably
explains one of the big reasons Baron
is right – this century may well belong
to family businesses.
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You can’t say that the people running the wildly successful TD Kitchener Blues
Festival don’t have a sense of humour. This summer’s event, the 16th Festival,
has been branded “Diggin’ The Blues” – a nod to the transportation challenges
presented by the ongoing construction of the new Light Rail Transit system. But
there is no doubt that construction issues will do little to dampen the enthusi-
asm of an estimated 150,000 people who attend this annual event – or the en-
ergy of the dedicated army of volunteers who invest countless hours in producing
one of the most successful celebrations of the Blues, anywhere in the world.
And it’s not only successful – it’s free (with the exception of a ticketed Thursday
night concert that is one of the event’s key fundraisers; donations are also en-
couraged at other events).This year’s Festival runs August 4-7, with three stages,
and over 43 acts – from Eric Burdon and the Animals to the Cowboy Junkies.
People come from far and wide to attend this event, but the Festival really de-
pends on the commitment of locals – the volunteers, and the corporate spon-
sors.Without the 400 volunteers who put in around 6,000 hours, according to
Joe Cormier, the newly appointed Volunteer Director, there would be no Festi-
val. And sponsorship director Mike Reidel and marketing director Hugh Munro
both agree that you can’t run a $1.5 million budget – and give free admission
to almost everything – without some very generous corporate sponsors.
All three men are relative newcomers to the Blues Festival board; they are work-
ing alongside people who have been involved since the beginning of the event
– executive director Rob Deyman, event and sponsorship executive Liz Cybalski,
and artistic director Claude Cloutier, for example. Munro – who is Professor of
Marketing and International Business atWilfrid Laurier University – says that the
example set by the festival’s founders and early volunteers inspired him to get
involved. “All the work these guys do… and the collective volunteer group that
Joe’s responsible for, it’s contagious…. It sort of overtakes you. You have a lot of
other people helping you.” Munro adds,“My wife and I are big supporters of live
music in the community.We have a pretty vibrant live music community here.” He
believes that is a vital component in the local “ecosystem”. He argues, “If we
don’t bring good cultural experiences to the community, we’re going to have a
hard time attracting those kinds of folks that need to fuel the talent for these
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[local] companies.”
Cormier, a Project Leader at Home Hardware in St. Jacobs, was also a fan be-
fore he became a volunteer and then a director.“It’s a lot of work, but it’s a labour
of love. I have rarely missed attending at least one day of the festival since its in-
ception. It’s a great weekend and I’ve always had a blast. I consider it to be my
Oktoberfest. The weather is nicer. The music is better (in my opinion) and every-
one who attends just is out for a great time.”
Cormier encourages anyone who is interested, who loves the festival to give a lit-
tle bit of their time to helping out over the four days. “Just one four-hour shift over
the course of the weekend is all we ask, but I am amazed at how many people
give up their entire weekend volunteering for the festival. We truly have a great
group of dedicated people and I am grateful to each and every one of them.”
Reidel, who worked at Raytheon Canada Ltd. for 40 years, is now delighted to
devote a big chunk of his retirement time as a volunteer for a festival he and his
wife have attended regularly since 2003.“I had always wanted to give back to the
Festival and the community,” he says. He joined the board in the fall of 2014. He
found unexpected parallels between in years in the corporate world and his new
role at the music festival. He says he noticed right away that almost every busi-
ness element that he was familiar with in his Lead Team role as Engineering &
Program Management Director at Raytheon were represented on the Board in
one form or another – President,Marketing, Operations, Finance, Secretary, Sales
(Sponsorship and Vendors/Merchandising), Customer Service (Volunteers and
Artist Hospitality), Program Management (Artistic Director and Beverage). He
jumped right into his new role as sponsorship director, and he stresses that the
Festival takes its relationship with sponsors very seriously.“I was also blown away
by the number of elements that went into making our sponsorship experience
fulfilling,” he says.
Not surprisingly, all three men are quick to point out the need for additional
sponsors for the always-growing event. Says Munro, “We have a great corporate
sponsors, but we would welcome more.” For more info on this, email sponsor-
ship@kitchenerbluesfestival.com. Munro adds, “The Festival draws people in,
showing them this great community. This creates tourism here.” Overall, says Rei-
del,“There’s a lot of stakeholders that we all strive to make happy – sponsors, ven-
dors, musicians, volunteers and of course the 150,000 visitors who are there to
enjoy the overall experience. I believe that we do that while acknowledging that
there’s always a way to make it better.”

BIG NUMBERS: 400 VOLUNTEERS,
150,000 FANS, $1.5 MILLION BUDGET

TD Kitchener Blues Festival directors Joe Cormier,
Mike Reidel and Hugh Munro.



From May through October, hardly a week goes by without one – or several –
music, arts and cultural festivals taking place in this region. Many of them are
home-grown, but now, outside festival promoters are also bringing their events to
the region.
Two such festivals in the 2016 calendar are the EverAfter Music Festival, which
ran June 3-5, and the CMT Music Fest, attracting country music lovers July 8-9.
Minto Schneider, CEO of the Waterloo Regional Tourism Marketing Corporation,
believes these festivals are good news for the local economy. She says that in
2015, EverAfter – an electronic dance music event – attracted 10,000 people to
the region, while unconfirmed 2016 figures are larger. She says that these festi-
vals lead to full hotels and profitable weekends for local hospitality businesses.
Robert Mattacchione, of Beyond Oz, the entity presenting EverAfter, says that
his festival has chosen Kitchener as its home because of Bingemans: “Our vision
of a destination and experience festival is perfectly placed within the confines of
Bingemans. With a significant waterpark and campground Bingemans provided
us with the foundation for what an experience oriented festival is truly about.” He
added, “The City of Kitchener and in turn the Region seemed like the ideal place
to indeed bring this experience to life.”
The CMT MusicFest is produced by Corus. Senior Vice President John MacDon-
ald, agrees with Mattachione. “Kitchener is the ideal location to host the CMT
Music Fest. For this festival, we wanted to bring the CMT brand and lifestyle alive,
and Bingemans lends itself to be the perfect space to create what we envisioned.
It’s a great entertainment market that we wanted to super serve and the location
is convenient for the millions of people that live within a 150 KM radius of the
festival grounds and the continuing road improvements throughout the city.”
Mattacchione says the local economic impact of his event is “in the millions”.
And he thinks it is a win-win for the region, with the festival bringing “unparalleled
attention to the Region as an entertainment centre.”
MacDonald said, “We are confident that we are going to make a positive eco-
nomic impact on the region by attracting fans from across Ontario and Canada.”
Mattacchione admits there are some challenges. “The biggest issue we have
had to deal with has been the noise complaints.As a result of those complaints
we have taken a proactive approach and reconfigured the venue to lessen the
noise levels experienced in residential areas.
EverAfter will be back. Mattacchione says, “Beyond Oz and Bingemans have a
long term commitment to one another.”
MacDonald says, “For us this is more than just a two-day festival, it’s a year-
long relationship with the CMT viewers across the country. As a national televi-
sion brand under the Corus Entertainment umbrella, CMT has used its national
platforms to promote CMT Music Fest along with Bingemans and Kitchener,

through numerous television spots on both CMT and Global Television along with
cross-promotion on Corus Radio and our branded digital platforms… Kitchener
has been given a big spotlight over the past six months, unlike any other festival
in Canada. In addition, we are also making a conscience effort to impact the
local community through our Corus Feeds Kids ticketing initiative, in which pro-
ceeds from each ticket will go to a local food bank in the Waterloo region.”
MacDonald added,“The city has been an invaluable partner in helping us make
this event come to life. We are being very thoughtful about the execution and have
been working with local experts to ensure that we are a fun, but polite guest.We
want to make sure we are invited back again.” – Paul Knowles

University of Waterloo's Watcar group is on the verge of another innovative leap
with the latest in their student-run Solar Car Challenge. This year the design gets
students ones step closer to a commercial vehicle with their entry into the cruiser
class challenge in theAmerican Solar Challenge 2016. Since 1988,UW Engineer-
ing students have been designing, building and racing in the challenge under the
adventure class – a single seat, three-wheeled, solar powered vehicle.After three
years in design/build, this energetic group of students has built a brand new two-
seater, with 390 Solar cells, 94% motor output efficiency, with 22.8% solar cell
efficiency in a sandwich carbon fiber body that resembles a vehicle, Jetson class.
The completed car was launched June 17 and will compete in its first qualifying
race in mid-July, and then of to the eight-day, 1800+ mile road course that trav-
els through seven states from Breckville Ohio to Hot Springs, South Dakota from
July 30- August 6, 2016.
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MAJOR FESTIVALS MAKE MAJOR
ECONOMIC IMPACT

UW MIDNIGHT SUN XI ENTERS CRUISER
CLASS; ONE STEP CLOSER TO CONSUMER

BUSINESS MONITOR

UW’s Midnight Sun XI team: left group, front, left, Helena Yu, Kristi Ngandara, Lin He, back, Karl Ding, Ramandeep Farmaha; right group, front, Arnet Tran, Ritu Shah, Calder Kitagawa, Titus Chow, Tak
Alguire, Aaron Lam, Michael Shiozaki, Sudharsan Venkatesan, Lucas Fryzek; back, Minghao Ji, Keith Wong, Alexander Glover, Ryan Elias Guile, Devon Copeland, Matthew Suski.

Enthusiastic crowds at the EverAfter Festival held at Bingemans in June, 2016.

Ph
ot
o
by
ZE
DD



8 | w w w . e x c h a n g e m a g a z i n e . c o m

BUSINESS MONITOR

Jeremy Thiel, left, and Jasmine Thiel, right (DriverCheck Inc.) receive their 20-year plaque from
Sheila Hannon of Systems Plus.

Jim Erb, left and Rob Wintonyk, right, (Erb & Good Family Funeral Home), are presented with their
70-year award by Dave Schnarr of CFFB.

Paul Drouillard of DSK presents a 70-year award to Sheryl & Aden Frey (Frey's Hatchery).

Susan Schultz-Huxman of Conrad Grebel University College presents a 20-year award to Brittany
Robins, Steve Tease, Sheri Tease, Charlie Tease, Martin Lewis & Linda Beaulieu of MRC Wireless.

Ervin & Erma Steinmann, left, and Susan and David Seyler, right, all of Riverside Brass, receive
thier 50-year award from Rick Baker of Spirited Leaders, centre.

Patty & Dave Gascho and Esther Gascho (Gascho Automotive – 90 years) with Sheila Hannon.

CFFB CELEBRATES MANY FAMILY
BUSINESS MILESTONES
The Centre for Family Business honoured 16 CFFB member businesses that are
marking significant milestones in their family businesses. Honourees ranged from
20-year anniversaries to remarkable milestones including Spaenaur’s 80 years,
and Gascho Automotives’s 90-year anniversary.
Family members were presented with plaques marking their family businesses’
corporate success and longevity.
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Afterglow’s Stephen McDonald and Sarah Marsh receive the 25-year plaque from Dave Gascho of
Gascho Automotive

Amkad Metal – Mark & Amanda Brenneman, Alisa & Dave Wagler, Ken & Dianne Kropf, Angie &
Daryl Bender, mark 20 years with presenter Sarah Mason, right, of BMO Nesbitt Burns.

Sabrina Fitzgerald of Pwc presents their 30-year award to Sylvia, Monica, Ron, Matt & Shannon
Caudle of Caudle’s Catch Seafood.

Stu Gibson of Gibson Sound & Vision, with Allen Schiedel, Brienna Schiedel, Fred Schiedel, Char-
lene Schiedel, Annette Schiedel, Seth Schiedel and Phil Schiedel, pf Schidel Construction, marking
65 years.

Clare and Kathy Martin of Country Lane mark 35 years, with Donald Linders of Georef Systems.

Sabrina Fitzgerald, left, with, Mark Braun, Caedon Carnahan, Carolyn Carnahan, Shawn Carna-
han, Rowan Carnahan, Jay Carnahan, Gayle Braun, and David Carnahan of D & E Carnahan Ltd.,
celebrating 65 years.

MILESTONES CON’T
The CFFB was established in 1977 to support family businesses inWaterloo Re-
gion. Today, about 60 family businesses are active members.
Honourees unable to attend the Gala included Shan-Elle Ltd., celebrating 30
years; Comtran, marking 35 years; World Gym, in business for 40 years; and
Spaenaur, celebrating eight decades.
The Gala Awards Night was held at Bingemans’ Embassy Room.The event takes
place annually.

BUSINESS MONITOR



STRENGTHS AND
CHALLENGES
Local family business owners respond to an Exchange/CFFB survey;
suggest family businesses are good corporate role models
by Paul Knowles

So what’s the deal with family businesses? An article in
the Harvard Business Review suggested that family

businesses play a “powerful role” in the global economy;
that “the unique ownership structure of family businesses
gives them a long-term orientation that traditional public
firms often lack”; and that “when the economy slumps,
family firms far outshine their peers.”

The Harvard study looked at family business issues from a
global perspective; we at Exchange decided to take a more
focused look, and in cooperation with the Centre For Family Busi-
ness, asked some key questions of several family businesses
operating in Waterloo region.

Economic stability
We started with the economic questions: are family businesses

more economically stable, and are they more likely to survive dif-
ficult times? The short answer: yes, according to our respondents.
Jenny Knapp, co-owner of Knapp Fasteners in Cambridge,

says, “Family business has a sense of self. Family business lead-
ers have a greater interest in the enterprise they own, and infuse
it with a controlling set of values…. They think longer term and
act and invest accordingly.” The Harvard report echoes this: “They
simply do a better job of keeping their expenses under control.”
Knapp argues that family business owners have more at stake:

“Due to the fact that family business leaders have all their person-
al assets on the line, as well as business assets, there is a strong
motivation to hire the best, control risk, and really hone in one
what makes the company successful.”
Scott Wagler, Director of Operations and a co-owner of Josslin

Insurance Brokers, (with offices throughout the region) agrees. “I
think we take a different view [from non-family businesses]. We

Bernie Melloul, Chair, and Joel Melloul, President of
Melloul-Blamey Construction Inc.

Maggie Dunnett, Chris Page, Mary-Jean Page, Dianne
Holmes and Connor Page of DriverCheck Inc.
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take the long-term view, because it’s about sustaining the family.
We support the family that owns the business, and we consider
our employees part of the family – we support their families, too.”
That may account for the Harvard Business Review’s conclusion
that family businesses are better at retaining talent.
Wagler adds, though, that although there are strengths to help

in tougher economic times, “It can be challenging in difficult
times, just like any business.”
Joel Melloul is President of Melloul-Blamey Construction Inc.,

in Waterloo. He points to a more “conservative” approach by fam-
ily firms: “Family businesses aren’t always just driven by the bot-
tom line and the quarterly statements. With multiple family mem-
bers involved in a business, the main goal is more likely to be in
line with just keeping them employed long term, as opposed to
hitting some kind of quarterly profitability target. That goal proba-
bly makes family businesses more conservative, and with
stronger balance sheets they are able to weather difficulties better
than others.”
Connor Page, Business Development Manager of DriverCheck

Inc., emphasizes the commitment necessary to run a family firm.
“Family business owners often have a higher level of commit-
ment to persevere, have a personal attachment to the business
and see the business as more than just a business, and will often
put in more time, money and
effort to see it succeed. Family
businesses also tend not to take
irrational risks.” Page believes
this leads to a better chance of
surviving down times: “The cul-
ture of a family business assists
in getting through difficult
times. Employees in the business
also seem to be more willing to
pull together and do what it takes
to survive.”
Connor Page’s father is Dr.

Chris Page, President of Dri-
verCheck, who adds that one of
the things that separates family
businesses from other is “pas-

sion. Family businesses must have this to be successful, because
the outcome affects all of the family members involved. Passion
drives the momentum to be successful, while staying true to fami-
ly values and ethics.”
But Rick Baker, a serial entrepreneur now associated with

NeuStyle Software, suggests that family businesses don’t auto-
matically have a key to survival and success, and he reaches back
to a decades-old psychological principal to illustrate his point: “I
think a key issue for family business success rests on whether or
not the leading generation can behave like adults (rather than
parents) and the following generation can behave like adults
(rather than children). I’m thinking in terns of Dr. Eric Berne’s

Transactional Analysis from the 1950’s. There’s no question in my
mind – when family members behave in the Adult-Adult zone
they have unparalleled power at their fingertips. They have famil-
ial bonds and energies that are not enjoyed by equally-talented
Adult-Adult, non-family-business leaders/followers. But when
they behave in the Parent-Child zone, success, sustainability and
peace of mind are rare commodities.”

Jack and Rick Baker of NeuStyle.

Don Wagler, left, and Scott Wagler of
Josslin Insurance Brokers

Lauren, Jenny and Jim Knapp of Kanpp Fasteners



Jenny Knapp also pointed to technolo-
gy as number one. “When considering the
future, my top priority would be technolo-
gy. In this competitive global environ-
ment, all processes need to be shortened
up and anything that does not add value
needs to be dismantled…. Change is con-
stant and we have to adapt or we would
not survive.”

She added, “Focus on employee train-
ing and updating skills is also critical…
we need to be on top of the learning
curve.”

Challenges
For all of the strengths inherent in the

structure of a family business, there are
certainly also lots of challenges. Even
though talent retention is a strength,
according to the Harvard Business
Review, finding and keeping the right
people is still a recurring issue. Asked
about the two top challenges his compa-
ny faces, Connor Page says, “Recruiting
and retaining top talent – finding those
people who share the same values.” And
second? “Balancing work-life dynamics.”

Scott Wagler reflects the perspective of
the insurance industry. His quick, first
answer about the biggest challenge is
“the government.” He explains that insur-
ance businesses “operate in a very regu-
lated product regime.”
But on second thought, another issue

rises to the top of his list: “Water.” He’s
referring to the impact of climate change
on his industry – “weather-related inci-
dents” which are happening more often,
and with a much bigger impact – espe-
cially floods.
But the second challenge he mentions

comes right back to government –
“changes in our business,” as new regula-
tions change insurance coverage for
everything from automobile accidents (a
major change has just been enacted by
the Ontario government) to floods. And
Wagler says that 60% of policy holders are
not aware of the changes. “This impacts
on our customers, and on our people,
too.”
Rick Baker echoes Page; his biggest

challenge is “building the team that will
take the business to the next level.” While
Jenny Knapp picked up on Page’s second
point: “The biggest challenges I face as a
business leader are boundaries between
work and home. For entrepreneurs, the
conventional divisions between work and
home life do not exist. Work, money and
relationships are all connected for us, and
at one point or another they have all been
on the line.”
And then she sides with Wagler. Knapp

adds that her second biggest challenge is

FAMILY BUSINESS STORY
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Top priorities
Not surprisingly, the family business

leaders responding to Exchange’s ques-
tions talked about a variety of priorities,
each focused on their particular industry.
Joel Melloul said, “our current priority is

ensuring we continue to create the skilled
staff needed move our business through
the generations.”
Rick Baker told us, “Marketing and

Sales and Staff Recruiting and Education
are my key priorities at this time.”
Both Scott Wagler and Connor Page

emphasized the need to keep up to date,
technology-wise. Page said DriverCheck’s
top priorities are “staying current with
new technology (in our case software
development and testing technology in
the industry), raising capital for acquisi-
tions and launching new services.”
Wagler told Exchange, “Technology is

huge. It’s going to keep us support our
customers.” He added that making R&D a
priority goes hand in hand with tech inno-
vation.

PROFESSIONAL JANITORIAL
SERVICES FOR BUSINESS

Specializing in Commercial,
Industrial and Institutional facilities

Call us for all your cleaning needs:
� General Janitorial & Office Cleaning
� Carpet Cleaning
� Floor Stripping & Waxing
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� Construction Cleanup
� Factory Cleaning
� Computer Cleaning

We will help protect
your Real Estate investment

Tel: (519) 884-9600
Waterloo, Ontario

Fax: (519) 884-8699
Toll Free: 1-800-983-6661

wwwwww..jjddiicclleeaanniinngg..ccoomm
BONDED & INSURED

Member of the Canadian Franchise Association 
and Better Business Bureau

“Family business has a sense of
self. Family business leaders
have a greater interest in the

enterprise they own, and infuse it
with a controlling set of values.”

– Jenny Knapp

Software & Systems

Improve your daily productivity

From data centers to your mobile device
NeuStyle can make your daily digital experience

seamless and productive.

"If you could snap your fingers right now and make anything happen in
your job what would it be?" Todd Henry

Contact Jack Baker
jack@neustylesoftware.ca
465 Phillip Street, Ste 203A
Waterloo | 519 886-6522

neustylesoftware.ca

BETTER ACCESS TO YOUR INFORMATION



“Government bureaucracy, compliance
and taxes. There are so many distrac-
tions to actually running your business
in order to comply with government
requirements. So many resources – time
and money – are spent on compliance
issues that your profitability suffers and

it slows down your response time. The
government adds challenges and costs
that are often not necessary and keep
the company from achieving what they
could achieve without these barriers.”

Outside help
Each of our respondents has stressed

the strength and stability that comes
with family ownership and manage-
ment, so it maybe a surprise to learn
that a high value is placed on importing
skilled leadership from outside the fami-
ly circle.
Scott Wagler admitted that “We did

this – we hired at the director level, two

FAMILY BUSINESS STORY
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with just keeping them employed
long term, as opposed to hitting
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target.” – Joel Melloul
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“Still, family businesses very often
emphasize caring and loyalty, as a method
to reach and retain top executive positions
within the family firm. These are values that
non-family corporations may not value as
highly.”
Rick Baker, reflecting on the current situ-

ation in his enterprise, suggested that out-
side leadership may not be crucial at this
juncture – but it will be. “While there is no
immediate need for leadership, leadership-
in-training is very important. We need
back-up for both technical leadership and
‘people leadership’. We need outside people
to be able to take on more responsibility as
the company grows.”
He added, “Outside expertise is essential

to ensure we grow.”

FAMILY BUSINESS STORY

“As a family business, you wear a
lot of hats… but you have to learn

when to take the hat off.”
– Scott Wagler

years ago. It was a move we should have taken 15 years before.”
He added, “As a family business, you wear a lot of hats… but you have to learn

when to take the hat off.”
Jenny Knapp adamantly supported the concept. “I feel that it is very important to

recruit leadership and expertise from outside the family. An impartial perspective from
outside the family can add a lot of value. It is vitally important to complement the fami-
ly’s knowledge with the fresh strategic perspectives of qualified outsiders. Family busi-
nesses face the challenge of attracting and retaining the best talent in key positions. In
this respect, they may face a handicap as nonfamily executives might fear that family
members make important decisions informally and that a glass ceiling may limit their
career opportunities.

The Centre for Family Business (CFFB) strives to help business families
reach their fullest potential, and has become one of Canada's largest
membership based family business associations. Since 1997, CFFB has
been delivering relevant educational programs and providing the
necessary support that allows families to achieve their enterprising
goals, fulfill their dreams and strengthen their families.

For more information call 519.749.1441 or visit www.cffb.ca
SUPPORT – ENERGIZE – EDUCATE

CFFB Women in Business Panel
Panel: Robin Near, Jenny Knapp, Anne Straus and Carol Zettle

Join other family businesses for this Breakfast Event:
September 30, 2016

Lunch 7 am to 10:00 pm Embassy Room , Bingemans

Family Business Story is by Schiedel Construction
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Connor Page told Exchange, “It is extremely important to recruit expertise from outside
the family for those areas lacking within the family. Without successfully doing this, the
family business will likely have difficulty getting to the next level.”
And Joel Melloul acknowledged the need for fresh perspectives and new skills: “It’s very

important to seek out leadership help from outside the family as genetics can’t typically do
it alone. Any business, whether family or not, should be looking for the best qualified peo-
ple around to help with achieving their goals, and so in that regard a family business is no
different than any business trying survive.”
These perspectives – consistent across the board with the family business leaders we

interviewed – will help to explain the Harvard Business Review’s conclusions: “When we
looked across business cycles from 1997 to 2009, we found that the average long-term
financial performance was higher for family businesses than for nonfamily businesses in
every country we examined.”
The Review added, “Family businesses generally don’t rely on financial incentives to

increase retention. Instead, they focus on creating a culture of commitment and purpose,
avoiding layoffs during downturns, promoting from within, and investing in people.”
And the Review article’s authors – Nicolas Kachaner, George Stalk Jr. and Alain Bloch –

reach the conclusion that non-family business may be able to learn something from their
family-owned counterparts. They wrote: “Though they [family-owned businesses] realize
they are missing opportunities by being overly prudent, they hope to generate superior
returns over time as business cycles turn from good to bad. “It’s evident that those cycles
are speeding up. If that trend continues, the resilience-focused strategy of family-owned
companies may become more attractive to all companies. In a global economy that seems
to shift from crisis to crisis with alarming frequency, accepting a lower return in good
times to ensure survival in bad times may be a trade-off that managers are thrilled to
make.”
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LONG-TIME UNIVERSITY OF WATERLOO PROFESSOR
Larry Smith has launched a new
book, “No Fears, No Excuses: What
You Need to Do to Have a Great
Career.” The book’s publishers laud
Smith as a “career whisperer” for his
students at UW. But at the launch cer-
emony, Smith turned the tables, telling
his sold-old audience that they – and
their 23,000 predecessors who have
passed through his classrooms – were
the inspiration for the book.
He said, “If it had not been for all

the students I taught, I would actually
have nothing to say. But I do have
something to say about ‘career.’ So I

wrote a book… Students came to me
with the widest range of concerns,
career goals, career trajectories. Many
students shared their careers with me
over the decades. It was the talent and
drive of the alumni of the University of
Waterloo that created the book.”
Smith has taught at the university

for more than three decades. His book
is focused on the problem that each
year, millions of talented college and
university students graduate with little
or no real sense of what their next
step will be, yet they are determined
not to settle for so-so careers; they are
looking for great careers. Smith points
out that only a few fortunate souls are
born knowing exactly what they want
to pursue in life. The rest of us have to
stop making excuses and start asking
ourselves tough questions about
achieving our goals.
Smith argues that a key ingredient

in building a great career is passion. “I
have not encountered a single student
who had great skill who did not also
have passion for the field of battle.
Not one. Passion’s link to innovative
skill is clear. Passion brings an inten-
sity of focus that effort, discipline, and
persistence cannot match,” writes
Smith.

The book has drawn high praise
from many of Smith’s former students.
Barbara Adey, now with Hewlett
Packard, says, “When I was in Engi-
neering school, Larry’s advice to me
was to do work that I love. If you
choose to do work that you think you
‘should’ do—and you are competing
with people who love what they do—
you will fail.”
And Mike McCauley, with

Google, says, “Had it not been for the
time I was able to spend with Profes-
sor Smith during my university years
gaining his advice on career success, I
would not be where I am today. Cap-
turing this in a book is a gift to all.”

IT SEEMED ENTIRELY APPROPRIATE that Cana-
da’s Governor-General, David John-
ston, took some time to marvel at the
accelerated pace of change, since he
was participating in the 10th anniver-
sary celebration of Waterloo’s
renowned Accelerator Centre.
During an interview, he said, “I

think it’s hard to calibrate or calculate
[the future]. What we know is, change
is exponential. It took three centuries
for the printing press to reach the
majority of the population of the west-
ern world – and it’s transformed us.
It’s taken less than a decade for the
internet to reach the majority of the
population of the world. And that’s
just a modest indication of the accel-

Larry Smith speaks at the launch of his new book, “No Fears, No Excuses: What You Need To Do To Have A Great Career”
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eration.”
Johnston added, “That

pace of change is really
very substantial. It’s hard
for us, looking back in
history, to know how to
react to it.”
He did offer one pre-

diction: “It’s not the
strongest or the most
powerful species that
will survive, it’s the
most resilient. So that
resilience will be
required, and the ability to
embrace change.”
His conclusion? “The world will be a

significantly different place in ten
years’ time.”
The Governor General was the ideal

guest for the Centre’s 10th birthday,
since he was founding patron of the
Accelerator Centre when he was pres-
ident of the University of Waterloo.
Since that beginning, the Accelera-

tor Centre has supported more than
200 companies, worked with hun-
dreds of entrepreneurs and graduated
51 of Waterloo Region’s most success-
ful technology companies.
The Governor-General noted that

the early days of the Accelerator Cen-
tre were not without challenges – but
that through those challenges came
strength. “The obstacles that were
there, that we all overcame… this hap-

p e n e d
b e c a u s e
we had
really good
people who
tried always
to find the
c o m m o n
ground, the
interests that
could rally
people togeth-
er. To my mind,
that is the very
important part of
social innovation.

It always begins with somewhat dif-
ferent interests, and some parties fall
out along the way, and you find other
parties as you’re going along the way,
and out of it comes some sense of
commonality where there are gains
for all parties so you put it together.
“There’s a remarkable spirit of col-

laboration here, and a remarkable
determination to find ways around
obstacles.
“Some people see things as they are

and wonder way. Some dream of
things that ought to be and ask, why
not. These are ‘why not’ people, here
in Waterloo.”

A MAJOR ROADBLOCK TO ALL-DAY, TWO-WAY GO
service between Waterloo Region and
Toronto has been removed. In mid-
June, Ontario Premier Kathleen
Wynne came to Kitchener to
announce that the province has
reached an agreement-in-principle
with CN Rail to allow GO Regional
Express Rail on the Kitchener GO cor-
ridor. A new freight line will be built,
shifting most of CN’s freight traffic
from a stretch of track currently
between Georgetown and Bramalea,
to a new rail line. Single-track service
along much of the route has been the
most significant obstacle to frequent
GO Train service along the corridor.
Wynne also stated that GO will add

two train trips from Kitchener to
Toronto in the morning and from

Toronto to Kitchener in the afternoon.
GO is also starting a new express bus
service running all day in both direc-
tions between the Bramalea GO sta-
tion in Brampton and Kitchener. How-
ever, the time-line for full GO service
was extended to 2024.
The province also sweetened the

regional pot by announcing “up to $43
million” to help fund Waterloo
Region’s proposed transit hub at King
and Victoria in downtown Kitchener.

ON JUNE 23, THE GUELPH CHAMBER OF COMMERCE
will join leaders in business, govern-
ment and community to celebrate the
achievements of outstanding local
businesses, organizations and individ-
uals at the 2016 Guelph Awards of
Excellence Gala. Peter Barrow, an
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accomplished business leader and phi-
lanthropist, will receive the Lifetime
Achievement Award from the Guelph
Chamber of Commerce.

THE 23RD ANNUAL CAMBRIDGE MAYOR’S Work-
force Awards recognized local leader-
ship in workforce training and devel-
opment. The award presentation cele-

brated the accomplishments of Moni-
ca Place, Cambridge Brass, Lone
Wolf Real Estate Technologies &
Langdon Hall Country House,
Hotel and Spa.

CARLETON UNIVERSITY HAS CONFERRED a Doctor
of Laws, honoris causa, on Tom Jenk-
ins, in recognition of his stellar contri-
butions to education, enterprise and
innovation in both the public and pri-
vate sectors in Canada.

WILFRID LAURIER UNIVERSITY’S Schlegel
Centre for Entrepreneurship will
now be called the Schlegel Centre
for Entrepreneurship and Social
Innovation, a combination that high-
lights the value of applying business
strategy and entrepreneurial spirit to
solving urgent social challenges. The
university has also appointed Joanne
Benham Rennick, an associate pro-
fessor in global studies and director of
Social Entrepreneurship and Social

Innovation at Laurier, as the executive
director of the Schlegel Centre.

RAE & LIPSKIE INVESTMENT COUNSEL INC. has
acquired FI Capital Ltd., former sub-
sidiary of FaithLife Financial in
Waterloo. With this acquisition, The
RaeLipskie Partnership provides dis-
cretionary “fee-only” portfolio man-
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agement for $1 billion of assets on
behalf of institutional and private
clients across Canada.

NEXTJETCANADA IS PROVIDING DAILY AIR SERVICE
between Waterloo Region and the
communities of Peterborough,
Ottawa/Gatineau and Montreal.

NINE LOCAL NON-PROFIT ORGANIZATIONS have
received a combined total of
$1,737,900 in grant money from the
Ontario Trillium Foundation. The
recipients are: ArtsBuild Ontario
($259,000); Community Justice Ini-
tiatives of Waterloo Region
($74,900); Extend-A-Family Water-
loo Region ($65,700); House of
Friendship ($150,000); THEMUSE-
UM ($249,500); Nutrition for
Learning ($277,800); Project READ
Literacy Network ($71,500); REEP
Green Solutions ($439,500) and
Woolwich Recreational Facilities
Foundation ($150,000).

WATERCOOLER

x

LOBSTER LIMO
info@lobsterlimo.ca

GASTRO GRUB
info@gastrogrub.ca

BOOK US FOR YOUR NEXT EVENT OR COMPANY LUNCH TODAY!

519 212 8102

BOSTON PIZZA
info@bostonpizzafoodtruck.ca Follow us

“Creek”, and thus the name. Recently,
the board has re-branded to, simply,
SHAD. Bisson acknowledges that
while it’s a word with no obvious
meaning, there would be 15,000 angry
alumni if they changed it. So SHAD it
is.
Jackson is bringing an impressive

resumé and reputation to his new job
– and both his predecessor and the
board think it is a perfect fit. David
Hay, chair of the board, says, “Tim is
the perfect leader to take us forward
from the strong position we currently
have. Tim’s great passion for entrepre-
neurship combined with his belief that
Canada’s youth are well positioned to
tackle some of the world’s biggest
problems will ensure that we take
SHAD to a new level, making it a
household name across Canada.”
Jackson’s CV includes being one of

the senior executives of Pixstream; co-
founder of a Tech Capital Partners, a

venture capital firm; CEO of the Accel-
erator Centre, an executive at the Uni-
versity of Waterloo, and his work at
MaRs.
But Jackson believes his experience

as a volunteer is just as important in
his new role. He told Exchange, “I do
have a passion for not for profit. I’ve
been very fortunate to have been

CONTINUED FROM PAGE 22

MAKING A DIFFERENCE

Barry Bisson has led
SHAD for 11 years.
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involved as a volunteer… and to co-
found a couple of organizations –
Social Venture Partners Waterloo and
Capacity Waterloo, which is now
Capacity Canada.” He’s now also a
member of the board of Trillium
Ontario.
He notes that the Accelerator Cen-

tre and MaRs are not-for-profit organ-
izations. He’s been attracted to such
roles because, he says, “It’s some-
thing I feel passionate about – doing
more than working at a job that is a
job. The notion of being able to give

back to the community is something
that’s always been really important to
me. So the fact that I’m able to go
and lead a national charitable organi-
zation – I feel very privileged.”
Jackson is familiar with programs

geared for teens, from both perspec-
tives. “When I was a high school stu-
dent, I was selected to go to a pro-
gram called Encounters with Canada
which was, not a month long pro-
gram like SHAD, but a week-long res-
idential program in Ottawa. That
week was life-changing.”
He carried that experience into his

own interactions with teenagers.
“When I was at Tech Capital, I volun-
teered with Junior Achievement, par-
ticularly in the high school program”
and as a mentor.
He also notes, “One of the things

I’m most proud about, with Social
Venture Partners Waterloo, is we are
one of the few chapters in the global
network that have the Social Venture
Partners teens’ program, where
teenagers do the same things we do

“Tim’s great passion for
entrepreneurship combined with
his belief that Canada’s youth
are well positioned to tackle
some of the world’s biggest
problems will ensure that we
take SHAD to a new level.”

Way More Than Skin Deep
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Beauty takes effort.
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in the bigger Social Venture Partners
– they investigate issues in the local
community, they get together and
fund-raise, and then the teens pick an
organization to support financially –
and then roll up their sleeves.”
He adds, “In the past I have been

involved in youth programs, so I am

looking forward to doing that as a
full-time gig, now… I feel like this is
not the role of CEO, it’s more the role
of trustee, because you’re being
entrusted with the future of the coun-
try, to make sure that every student
who should be in SHAD has that abili-
ty.”
He is committed to making the pro-

gram available to every student who
can benefit from it: “I’m very
impressed that the board is commit-
ted to accessibility, which is impor-
tant to me, making sure that we
remove financial barriers, and ensure
that every high potential student that
should be in the SHAD program,
regardless of financial needs.”
SHAD has attracted a record num-

ber of applications over the past two
years; as Jackson nurtures the alumni
network, those figures have nowhere
to go but up. Maybe even into orbit.
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“I feel like this is not the role
of CEO, it’s more the role of
trustee, because you’re being
entrusted with the future of
the country.” – Tim Jackson

EMTM
 EXECUTIVE MASTER’S IN
 TECHNOLOGY MANAGEMENT 

Level up your high-tech career.

Canada’s only MSc in Management for Executives:

• addresses the overlapping worlds of business 
and technology;

• enables leaders to adapt to disruptive technology;

• is designed for up-and-coming executives.

11 months is all it takes. Learn more at

LazaridisEMTM.ca

SBE-1174-MAR16

Jackson is eager to realize SHAD’s full potential.



22 | w w w . e x c h a n g e m a g a z i n e . c o m

Tim Jackson is coming home. Jackson, most recently
Executive Vice President at the MaRs Discovery Dis-

trict in Toronto, returns to Waterloo this month as Presi-
dent of SHAD. And the change in leadership is not the
only thing that is changing at the national not-for-profit.
According to its website, “SHAD is a registered Canadian

charity that empowers exceptional high school students …
to recognize their own capabilities and envision their
extraordinary potential as tomor-
row’s leaders and change makers.”
But according to retiring SHAD

President Barry Bisson, that vision is
expanding to encompass the organi-
zation’s 15,000 or so alumni. “We’re
trying to change our identity from a
summer program for exceptional
high school student to a powerful
peer to peer network that reaches across the country.”
And, says Bisson, Tim Jackson is the perfect choice to

“take it into another orbit.”
That doesn’t mean SHAD is abandoning its modus

operandi: each year, SHAD provides the opportunity for
more than 600 students from across Canada and beyond to
attend a month-long resident program at a one of twelve
Canadian host universities, including the University of
Waterloo. The focus is on STEM studies (science, technolo-

gy, engineering and math).
Tim Jackson sees this as an irresistible opportunity. He

told Exchange, “It’s pretty rare that you get an opportunity
to find a national organization that’s based in your home
town. I’m excited about the opportunity and the fact that
it’s based in Waterloo.”
He’s entirely on side with Bisson’s assessment of the

need to expand the organization’s vision. He says, “SHAD
is one of Canada’s best kept-secrets.
The program itself is wonderful, the
staff and the team under the leader-
ship of Barry over the last 11 years
have really built something very,
very special. But I think it probably
doesn’t have the recognition across
the country that it should.”
The answer to that lies in SHAD’s

fans – the people who have attended SHAD programs since
it was founded in 1980. Says Jackson, “I think the best asset
SHAD has is almost 15,000 alumni across the country.
There’s a huge opportunity to use the alumni network to
tell the story of what SHAD is.”
Speaking of “what SHAD is” raises the question of the

name. And no, it’s not a clever acronym. The program
started 36 years ago at a college where the grounds includ-
ed the Shad Creek. The founder preferred “Valley” to

MAKING A DIFFERENCE

TIM JACKSON TO
LEAD SHAD
Venture capititalist and not-for-profit leader returns to his home town to
take SHAD “into orbit”

CONTINUED ON PAGE 19

BY JON ROHR & PAUL KNOWLES

“We’re trying to change our identity
from a summer program for

exceptional high school students to a
powerful peer to peer network that
reaches across the country.”

Tim Jackson, left, succeeds Barry Bisson
as CEO of SHAD.
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